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The rise of the new economy , due to the new resource shortage. In the information 
society, attention has become the most scarce economic resources . The attention 
economy is the attention resource production. Closely associated with the 
development of modern attention economy and mass media, mainstream monetary network 
world is attention. New media has become a "bank" to attract attention and re 
distribution of the new currency. The new media advertising is an important tool 
to conversion attention resources for profit. But we often ignore an invisible key, 
read the advertisement is to pay attention to the cost, currency of payment is the 
attention. 
In China, the initial stage of attention economics research also belongs to the 
research, in recent years it has gradually become a focus of media attention in the 
study of economics, and the economics and advertising combined with the number of 
still less media economics research in the moment, and not the mainstream, as an 
exploratory study, for the first time on the new media audience attention on cost 
and income of the empirical analysis, has certain innovation significance. 
Mathematical analysis is an important basis in this paper research problem, 
In this paper, through the perspective of attention economics under the new media 
advertising market research, and then puts forward two research questions: how to 
reduce the attention cost of audience to watch the new media advertising? And how 
to improve the profit of audience to watch the new media advertising?  
In this paper, author design variable factors and descriptive statistics,the 
audience's attention and the cost model is constructed through quantitative way: 
P=a1F1+a2F2+a3F3+a4F4+b, P is the cost of attention. which factor is attention 
replacement cost (F1), the attention of mental factor cost (F2), factor three is 
attention time and energy cost (F3), attention behavior complexity cost (F4), b for 
the other special factors. At the same time, through descriptive statistical 
analysis the audience gains motivation, attitude, behavior. And then put forward 
the effective strategies, in order to the new media advertising has certain reference 
significance. 
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截止 2015 年 3 月，以“传媒经济”为主题，在 CNKI 数据库的期刊论文中进









































































































































































































































发放 83 份问卷进行前测，经过信度效度检验后删除了 3 项因子负载均小于 0.4
的变量，并获得正式问卷。本文通过线上线下随机发放正式问卷的方式对新媒体













由 16 个变量共享这四个因子，b 为其他不被包含的特殊因子。因此，从模型中
可回答本文提出的研究问题一：如何降低受众对新媒体广告支付的注意力成本？
即从以上四个共同因子的维度降低注意力成本 
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